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ARE YOU LISTENING? Ralph Nichols and Leonard 


New York: McGraw-Hill Book Company, Inc., 1957. 222 pp. 


People general not know how listen. Immediately 
the average person has listened someone talk, remembers only 
about half what has heard matter how carefully thought 
had listened. 

Behind the widespread inability listen lies the fact that 
classroom instruction has focused upon reading. least four false 
assumptions have blocked the teaching listening: (1) that listening 
ability depends largely intelligence, and (2) closely related 
hearing acuity, (3) that training this skill unnecessary, and 
(4) that learning read will automatically teach listen. 

Few people are aware what they miss poor listening: gather- 
ing information that took someone else several years acquire, height- 
ening their appreciation the written word, and developing language 
facility. Listening also has therapeutic value, stimulating oral expres- 
sion, thereby releasing tensions, and changing attitudes and behavior 
patterns. listeners can selfish, grasping, greedy, practical- 
minded like. The more take, the more the speaker will give. 

Each psychologically constructed two parts, surface and 
subsurface. When there are conflicts between these two levels, com- 
munication needed settle the differences. can communicate 
with ourselves the help listener. becomes mirror that 
throws back reflection ourselves. the listener remains active, 
but silent, giving chance talk freely, thoughts from both levels 
our brain are put into words. result have the opportunity 
hear both parts our brain speaking. This helpful kind listening 
described “nondirective.” The good nondirective listener accepts 
what said, tries hard understand it, and above all, makes 
evaluative judgments. 

the act listening the differential between the rates think- 
ing and speaking means that our brains work with hundreds words 
addition those hear. put another way, can listen 
and still have spare time for thinking. What you with your 
spare time you listen? 

Here are the four mental processes listener doing good job. 
thinks ahead the talker, weighs the verbal evidence, reviews 
what has been said, and “listens between the lines.” 

Six habits that lead bad listening are: (1) faking attention, 
(2) listening, (3) avoiding difficult listening, (4) pre- 
mature dismissal subject uninteresting, (5) criticizing delivery 
and physical appearance, and (6) yielding easily distractions. 


*R. Nichols Professor Rhetoric the University Minnesota, 
Assistant Editor the Quarterly Journal Speech; Stevens free-lance 
writer and lecturer, and communications consultant industry. 
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THE DYNAMICS INTERVIEWING 
Robert Kahn and Charles Cannell* 


New York: John Wiley Sons, Inc., 1957. 368 pp. 


The interview interaction between the interviewer and re- 
spondent which both participants share. the thesis this book 
that order successful interviewer, person must know and 
understand the dynamics interaction psychological forces 
work the interview. Hence, the emphasis the principles and 
theory interviewing well technique. 

The book organized two parts. The first part includes two 
chapters theory; the other chapters are devoted exposition 
principles and techniques. The second part the book series 
transcripts (with authors’ comments) recorded interviews from 
medicine, business and social work. 

The respondent interview has two major sources motiva- 
tion. may desire influence the person whom the communi- 
cation addressed order bring about change. may 
communicate when receives gratification from the communication 
process, when sees the interviewer one who likely understand 
and accept him. 

The interviewer must aware the techniques which these 
two motive sources can tapped. must begin making the inter- 
view meaningful the respondent terms his needs and goals. 
the interview progresses, the interest, support and understanding 
the interviewer increase importance. 

successful, interview must produce the desired informa- 
tion the specific content objectives. The determination interview 
objectives primarily matter gaining insights and hunches with 
the help experience, professional literature. The next step 
formulate questions and develop questionnaire. The language the 
interview must conform the “shared vocabulary” interviewer and 
respondent. respondent’s frame reference important deter- 
minant how will react question. 

Other problems related question construction are the choice 
between open and closed questions and between direct and indirect 
approaches interview objectives. Neither open nor closed questions 
are superior for all purposes. The closed question tends most 
successful when the interviewer’s objective lead the respondent 
express agreement disagreement with some stated point view. 
the objective learn something the respondent’s frame refer- 
ence, open question likely more appropriate. Indirect ques- 
tions and pictorial material are appropriate when they will supply 
information which respondents cannot will not give directly. 


*The authors are both psychologists the University Michigan; 
Kahn Program Director the Survey Research Center; Cannell 
Head the Field Staff the Survey Research Center. 
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Most information-getting interviews involve measurement; the 
questionnaire measurement device. Problems measurement are 
met abundance. They include problems the adequacy the 
measuring instrument, problems its use the interviewer and re. 
action the respondent, problems random error and bias. 

Most people can become successful interviewers. Some people 
have formed habits interaction and possess characteristic sensitivities 
which facilitate successful interviewing, but others are without these 
habits. These qualities can cultivated successfully most people, 
The training approach advocated primarily one skill practice, 
with emphasis the group the unit training. The extensive use 
role playing, the analysis recorded interviews, and recording prac- 
tice interviews trainees are suggested techniques. Finally, the authors 
suggest that study Part this book transcripts interviews 
with accompanying critical analyses will assist learning the skills 
interviewing. 


THE ESSENCE MANAGEMENT Mary Cushing Niles* 


Calcutta: Orient 1956. 460 pp. Rs. 12. 


This book was prepared for Indian audience Mrs. Mary 
Cushing Niles. facilitate management training India, she has 
brought together much the thought and writing the United States 
organization theory and human relations from books, journals, and 
management conferences. The bibliography presents her sources, rep- 
resenting the thinking management and the contributions from the 
fields psychology, social psychology, anthropology, psychiatry, eco- 
nomics, political science, and public administration. Even though this 
publication printed abroad, The Executive lists for those executives 
who might want make available such synthesis their staffs. 

The term management used has three meanings: (1) opera- 
tional concept, (2) collective noun referring persons 
who conduct management activities, and (3) the opposite number 
organized labor. References are made organizations 100 200 
people more but apply also small industries and retail stores. 

Good management, scientific management, according the 
author, achieves social objective making the best use human 
and material energy and time and satisfying the participants and 
the public. Management’s job achieve common objective with 
the resources available. This done through: (1) Leadership in- 
spiring the whole organization with team spirit and carrying forward 
toward the realization the objectives; (2) Organization develop- 
ing appropriate form and function for the attainment the objectives; 
(3) Administration including planning, action, and control; (4) Co- 
operation and co-ordination all times securing harmony action 
toward the objectives. 


*Program planner employee relations Government, author 
Middle Management, consultant, executive, and teacher. 


+Distributed the United States Longmans Green and Co., $4.75. 
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EXECUTIVE DECISION MAKING 


The author discusses the many facets each these functions. 
doing so, she interweaves two kinds information. First, she dis- 
cusses the technical side management; she ranges from general areas 
such organization structure and function more specific areas such 
budgeting control, job definition, and the functions committees. 
Second, she emphasizes the importance the human element man- 
agement. Her purpose show that organization tied closely 
with social and psychological factors. 

Mrs. Niles understands the ideals and philosophy India and 
feels that India and America are not far apart heart. She believes 
that both countries the ideal rather than the material emphasized 
and tender compassion for human need pervades. America has been 
able fulfill that need more effectively the physical plane, thereby 
freeing her people for development social, cultural, and spiritual 
values. such performance, management has played significant 
part the pursuit abundance and human growth. 


Comment: Readers may challenged consider the difference 
philosophy India and America. Whether Indian management will 
able take advantage the content this book will depend 
the extent which management leaders can accept change their 
inferior status the Indian culture. Mrs. Niles has tried provide 
their leadership role that may useful helping Indians 
make Indian adjustments the Indian way life. This book does 
refer quotes body significant literature and thus has potential 
value for the American Edmund Learned, Professor 
Business Administration. 


Manley Howe Jones* 


Homewood, Illinois: Richard Irwin, Inc., 1957. 485 pp. $7.20 
(Text Edition $6.00). 


The objective the first part this book uncover and ex- 
plore the steps men ordinarily take making decision and learn 
little about performing these steps more thoroughly. 

The first step set goals. There are three types ultimate 
goals, intermediate goals and goals that rest the steps the staircase 
leading the intermediate goals. Goals this third type make 
what may called means-end chains. This latter concept may 
put good use. pushing our thinking down the stairway, 
eventually find goals that are relatively definite and can discover 
some concrete means achieving them. can also uncover any 
vague, inadequate missing links. 

Once the goals have been defined can put work the creative 
process. This process consists framing ideas for new heretofore 
unthought-of alternatives. The steps include: (1) the stage con- 
fusion, (2) the stage gathering information, (3) the stage incuba- 


*Associate Professor Business Management, Institute Tech- 
nology. 
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tion, (4) the framing the idea, (5) rechecking reappraisal 
revision, and (6) communication. 

From this point on, are jumping off into the unknown. The 
premise concept begins play its role. This concept 
for imagining detail what the results choosing 
would be. premise statement consisting three elements 
cause, causal connection, and result. The following steps are 
suggested 


Try out each alternative and uncover the premises germane 
each. 

Separate the premises according whether they point de- 
sirable undesirable effects. 

Check the validity predictions. 

Test the validity the premises. 

Weight the premises for importance. 

Determine which alternative will provide the greatest amount 
wanted results. 

Anticipating the decisions others the last the con- 
cepts for decision making. Sensitivity the needs and thoughts 
others empathy can learned. Once man recognizes the 
value empathy, perceives some instruments for going about and 
gets some practice, usually makes rapid progress. 

The executive’s task gaining acceptance the decisions 
has made just essential making the decisions. The objective 
Part probe some the typical problems and investigate 
some concepts for coping with them. 

Before attempting predict the behavior another man 
helpful predict the probable size his zone acceptance his 
tendency accept reject proposal. this basis would choose 
among simple authority, proof sanctions means guiding his 
behavior. 

Leadership closely related authority. The followers 
leader characteristically have wide zones acceptance. gain 
leadership man should try build long series decisions that 
farsighted the eyes his associates. Above all, must 
demonstrate intellectual and moral integrity. 

Without effective communication there little chance gaining 
acceptance company programs. For transmitting temporarily useful 
information necessary choose the best sources, pathway and 
vehicles. 

For decisions that are seldom alike (executive decisions) emphasis 
should placed way thinking training men make 
plex decisions and gain acceptance them. The company’s in- 
formal groups serve another effective means gaining acceptance. 

Reshaping the formal organization structure into more telling 
instrument for achieving the company’s goals another aid gaining 
acceptance plans and co-ordinating the men’s behavior. 


Part III analyzes the task conceiving and launching long-range 
company plans. 

making policy decisions, executives must speculate about the 
future ideological and economic environment. Some parts the pic- 
ture are supplied anticipating the steps the general public will take 
the fields politics and legislation well its economic decisions. 

Each company normally pursues several intermediate goals 
effort further its future welfare, but the goal most commonly em- 
phasized that filling promising customer niche. The company’s 
plans are largely fashioned implement this salient goal. Once the 
company has chosen the consumer niche wishes fill, the depart- 
ments must rebuilt achieve the goals. commitments should 
made until finances have been considered. 

Finally, the plans can put into operation appointing the 
middle-level executives, setting the lines formal authority, alter- 
ing the formal organization structure, showing the men their specific 
jobs and making sure they and their subordinates accept the change. 


Comment: the author indicates, this book does not furnish check- 
list and “don’t’s.” Its offer general but systematic fabric 
thinking for decision makers. The author builds strong case for 
the establishment acknowledgment several types goals 
which may variance prelude decisions, and points out 
that, the final analysis, real leadership won “good” decisions. 
The last part the book essays the ambitious task setting forth 
analytical and environmental approach making and implementing 
long-range plans, and both the effort and the execution are impressive. 
The executive who reads this book can profit from it, for Professor 
Jones offers him valuable insights into the total process decision- 
making, and neither deluges him with specifics nor smothers him with 
platitudes along the John Matthews, Assistant Professor 
Business Administration. 


MOTIVATION RESEARCH AND MARKETING MANAGEMENT 


Joseph Newman* 
Harvard University, Graduate School Business Administration: Divi- 


sion Research, 1957. 525 pp. $7.50. 


This book about the newer and expanding uses the behavioral 
sciences marketing development known motivation research 
and related administrative problems. written primarily for the 
business executive who responsible for continually developing prod- 
ucts, services, and sales programs which will better job meeting 
people’s wants. 

While marketing’s basic mission the satisfaction human 
wants, marketers typically have lacked systematic way thinking 
about what these wants are and how they are, can be, met. Reflect- 


*Associate Professor Business Administration, Harvard University 
Graduate School Business Administration. 
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ing this deficiency, marketing research has emphasized techniques and 
procedures while neglecting that vital part scientific approach 
which consists getting fruitful ideas guide research efforts. 
result, far too little known about the human purposes served 
buying and consumption. 

Progress marketing depends upon developing better concepts 
the nature the people and things with which deals. other 
words, more complete and insightful answers are needed such basic 
questions as: “What consumer?” “What product?” “What 
brand?” “What price?” “What retail store?” “What 
advertisement?” “What selling?” The answers must terms 
human wants and the elements that provide for their satisfaction, and 
they must developed for specific business situations. 

achieve the needed progress, marketing must provide for 
ongoing process conceptual development which can free itself 
the restrictive features past ways thinking and researching. 
this connection that motivation research making important 
contribution. Its most significant feature the introduction from the 
behavioral sciences conceptual schemes relative the nature 
man and how lives basic equipment for viewing buying behavior 
more meaningful light. 

great importance the newer thinking the view that all 
behavior purposeful, comprising integrated whole terms 
its meanings the behaver. The concepts self-image and basic needs 
man appear this connection. Important use also being made 
the concepts culture and social class sets social characteristics 
which influence behavior and give products many their meanings. 
The matching individual’s self-image with the image product 
brand being viewed important feature the buying process. 
broader concept personal selling emerging which includes not 
only the provision satisfactory offer terms product qualities, 
price, service, and the like, but satisfactory personal relationship 
terms the buyer’s emotional needs. The concepts the unconscious, 
projection, rationalization, and free association are having important 
effects research methodology. 

The application behavioral concepts and methods marketing 
problems described and illustrated detail six selected business 
cases which deal with automobile insurance, coffee, automobiles, home 
sewing, dieting, and the route selling grocery products. 

Consisting does number young but growing efforts 
make greater use the behavioral motivation research prom- 
ises important conceptual growth and, therefore, appears destined 
major landmark marketing’s history. 

Implied many the motivational studies over-all concept 
which can very useful framework for marketing thinking. 
that relationship between the consumer and the product (or 
brand, advertisement, salesman, etc.) which may have several 


facets including the psychological, social, cultural, situational, eco- 
nomic, and material. The concept relationship suggests expecta- 
tions terms needs. The strength and nature the feelings people 
have for different products and brands, then, can expected vary 
with the character the needs met and the varying abilities 
the products brands meet them. 

The value research depends upon the extent which con- 
tributes important ideas evaluations both. deciding whether 
findings should accepted basis for action, the business executive, 
the final analysis, must how feels about them just 
must passing ideas from other sources. research involved, 
however, his feelings usually can reflect significantly greater amount 

Important administrative problems can arise when social scientists 
are introduced onto the business scene. Newman discusses the nature 
these difficulties and what can done make for effective use 
the behavioral specialists’ services. 

marketing continues make greater use the behavioral 
sciences, these developments can expected the future: 

understanding the behavioral sciences will become 
important requirement for many marketing personnel. 

Integration will become increasingly important theme 
marketing research with important moves bring together persons 
varied backgrounds and skills, concepts behavior, and methods 
and functions research. 

Educational programs will modified include exposure 
the concepts and methods the behavioral fields and give special 
attention training conceptual thinking for marketing. 

marked increase can expected the number intensive, 
clinical studies many interdisciplinary character into the 
nature buying and consumption, the process product innovation 
and development, salesmanship, sales management, and the adminis- 
trative use marketing research. 

era greatly expanded cooperative efforts behavioral 
scientists and marketers lies ahead. With will come the development 
improved concepts for marketing; more effective research ap- 
proaches; expansion the use research, especially creative 
role; changes the makeup research groups; and changes the 
character training considered appropriate for marketers. Author’s 
Abstract. 


ARE PROSPERITY AND STABLE PRICES INCOMPATIBLE?* 


Carrol 
Detroit: The Economic Club Detroit, 1957. pp. 


One the most vital and difficult economic questions facing 
today whether possible, free enterprise economy, have 
both prosperity and stable prices. 
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Our economy today rolling along unprecedented high 
plateau. Yet amidst all the apparent well- being there under. 
current uneasiness and dissatisfaction. There growing 
tion that have failed miserably the attempt achieve price 
stability. 

The postwar history the economy tells that have, 
chosen sacrifice price stability high employment without any 
real attempt discover whether might possible achieve 
goals. 

The place start question the widely held opinion that the 
U.S. economy 1957 basically different from the U.S. economy 
five, ten, twenty years ago. 

The economy, course, changed. For example, the growing 
strength labor unions has made economy less flexible and 
adaptable. But institutional changes are not the main cause the 
slower response the economy monetary and fiscal measures. The 
main cause psychological. 

present, following the years almost continuous boom, conf- 
dence among consumers and and businessmen strong that 
prices may continue rise for time even though total money demand 
held very tightly check. During the past year, the Federal Re- 
serve has permitted only fractional increase the money supply 
with the result that demand for goods and services has moved ahead 
rather slowly and excess capacity has begun appear. Yet wages 
and prices have continued soar. This simply means that have 
had many years continuous boom that the economy has become 
insensitive external pressures. 

What, then, the appropriate monetary policy? recog- 
nize that traditional controls must applied more steadfastly and for 
longer period. Both labor and business must convinced that 
monetary authorities will not always validate every increased cost 
and increased price. 

The tight money policy simply means that must willing 
accept short periods price rise order ensure high employ- 
ment and also short periods temporary rise unemployment 
order ensure stable prices. 

The basic requirements for continued prosperity without in- 
flation are: 

need awakened realization the cruel injustices which 
inflation brings and the serious threat which poses future 
prosperity. 

need flexible monetary policy, utilizing general credit 
control techniques and administered Federal Reserve Board 


*Copies available from the Economic Club Detroit, 920 Detroit Free 
Press Building, 321 West Lafayette Avenue, Detroit 26, Michigan. 


The Prudential Insurance Company America. address 
before the Economic Club Detroit, September 16, 1957. 
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SCIENTIFIC ASPECTS MARKETING 


which has the courage carry forward its policies the face in- 
evitable complaints from business and labor and the face politi- 
cally inspired Congressional investigation. The present Federal Re- 
serve Board has recent years done excellent job. 

need federal fiscal policy designed complement, 
rather than frustrate, monetary policy. Such policy would have 
its goal reduction government expenditures with tax reduc- 
tion following. 

need effective program increase savings. 

need steady abandonment the all too numerous 
government price support programs. 

need more effective efforts increase competition. The 
federal government can reduce its own laws and regulations designed 
prevent competition, can ease tariffs and import quotas, and can 
carry forward anti-trust prosecution. 

should rediscover the advantages intelligent price 
competition. The basic principles the free enterprise system 
volume production, low prices and abhorrence government inter- 
vention must continue our guide. 

order succeed, this program must have the support the 
business community. Inflation can halted without depression. 


Frank Mansfield* 
Marketing and New York: National Association 
Manufacturers, August, 1957, pp. 6-15. 

Management” the broad operation supplying 
what the customer wants, when wants it, where wants it, 
price able and willing pay, and most important all, making 
profit doing so. 

The whole Marketing function can broken down into five 
broad categories: merchandising, physical distribution, personal selling 
and sales management, advertising and promotion, and fact finding 
the marketing research function. 

Merchandising the function which ties together, one point, 
all the data which will have bearing making product which 
will satisfy the user, price which competitive, and supplying this 
product and the knowledge the operating sales people such 
manner that the company can make, the manufacturing and dis- 
tributing this product, fair profit. 

The many phases physical distribution have definite impact 
the over-all success the Marketing function. network stra- 
tegically located warehouses, stocked with the necessary items service 
the needs and demands customers with speed and competence, 
basic must. 


*Director Marketing Research, Sylvania Electric Products, Inc. 


original papers from the 1957 Turck Lecture Series Marketing 
and Distribution, sponsored the National Association Manufacturers and 
Yale University. 
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Personal selling and sales management includes the broad func. 
tions selecting, training, supervising, and compensating 
including realistic assignment sales territories, the establishment 
policies, quotas, and standards performance. 

The next broad area advertising and promotion. almos 
possible say that quality differences products have become 
minute many cases that success today’s market depends almost 
completely who does the best job creating demand for his product 
through advertising and promotion and use its Sales organization, 

Marketing research the fact-finding technique which sales 
functions are performed step with policies that are based factual 
premises rather than guesses opinions. 

There need for the greatest co-ordination and understanding 
these basic areas within the Marketing function. One the best ways 
insure co-ordination and understanding spell out clear-cut as- 
signments marketing responsibility. also prime importance 
that every man given authority commensurate with his respons- 
bilities. 

People are markets and during the ten years between 1940 and 
1950 the population the United States has been increased 
million people. During the period 1941-1950 there has been record 
number marriages, bumper baby crop, increase immigration, 
peak number families formed and decreasing death rate. can 
confidently predicted that the population which 1950 was 151.7 
million will reach 171.2 million 1960 and 204.6 million 1970. 
Any business, cope successfully with the future, needs 
aware the portent this population growth. 

each the five basic areas Marketing function work to- 
gether close co-ordination, definitely should equip company 
meet and win out over competition changing economy. 


THE TEACHING-LEARNING FUNCTION ITS SIGNIFICANCE 


Nashville, Tennessee: George Peabody College for Teachers, 1957. 

What does the exercise the teaching function have with 
successful business and responsible management? The answer is, al- 
most everything. Companies succeed because action taken re- 
sult decisions. These decisions are usually the result study, 
analysis, interpretation, and exposition, whatever level the man- 
agement structure concerned. These all belong the teaching and 
learning process. 

Everyday industry practice abounds with examples which the 
wrong way marked the absence, and the right way the pres- 
ence, the teaching-learning function. 


speech delivered the second annual address the Jesse Holman 
Jones Lectureship Business, May 15, 1957. 
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“Training” great catchword industry today. There are 
many adherents the position that training extremely time con- 
suming and had best delegated staff group especially organized 
take care it. This can work very well with routine unimpor- 
tant things, but not with training. The doing the training had best 
proceed along the straight line organization. Otherwise the superior 
forfeiting that part his relationship with his subordinates which 
really the most intimate and respect-compelling. 

labor relations, absence good teaching practices will 
surely incline toward predominance failures. The same thing 
true the community relations area industry practice. 
cation,’ and the very important and complex process for which 
stands, brings right back into our area joint interest the sharing 
and understanding information. 

The first tool responsible management operating success- 
ful business teaching various forms. Often informal, some- 
times unconscious, many cases undoubtedly badly sketchily done. 
The imparting knowledge through the teaching-learning relation- 
ship the nature investment for the future. You must then 
have sympathy for the member industrial management who has the 
self-discipline and patience try blend with the handling today’s 
problems constructive molding minds against tomorrow’s problems. 
time-consuming, and since most members industrial manage- 
ment feel poorer available time than anything else, often takes 
rigorous self-control resist the temptation settle questions the 
quick way. But the responsible members management have that 
rigorous self-control, and well they must. For the man who has nothing 
teach, time teach the men under him, has really 
forfeited large part his franchise. 

One the soundest fundamentals hang onto through all 
time the importance the individual. Every element progress 
and invention that mankind has enjoyed has arrived this world 
through the mind some one person. 

Man, suggested Human Destiny, the only form life still 
participating significant evolutionary process and this has be- 
gun transfer from the physical the mental and moral level. This 
exemplified conscience, the yearning toward Higher Power, the 
ability form abstract concepts and think logically. This dimen- 
sion evolution still open those who are destined and moved 
progress. 

Technical productivity must supplemented conscious pro- 
gram accelerate the further development skill the manage- 
ment human affairs from the moral, well the material, stand- 
point. The key achieve both the material and the moral compe- 
tence one individual, and repeat that many times, many 
individuals, rather than have numbers each kind some sort 
check and balance system. 
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ABOUT BEING LEADER 


The Royal Bank Canada Monthly Letter, Vol. 38, No. 10, October 
1957. pp. 


The need for leadership all walks life greater today than 
ever before. The leader does not seek domination; seeks effective 
activity with beneficent purpose. healthy society one which 
opportunities are given for leaders emerge from all ranks the 
population. What marks the leader individual craftsmanship, sensi- 
bility and insight, initiative and energy. 

How men get out front and stay there? They raise the 
standards which they judge themselves and which they are 
willing judged. They develop with energy their own knowledge 
and skill reach the standards they have set. The leader carries 
with him sense idealism, vision what might be. Depend- 
ability, the willingness accept responsibility, self-confidence and 
courage are also demanded embark successfully career in- 
volving leadership. 

Leaders need submit themselves stricter discipline than 
expected others. Those who are first place must first 
merit. Leaders are people who have themselves learned the art 
obeying. Further, they have initiative the ability think and 
new things. The leader must keep his imagination vividly alive, 
originate ideas and start trends. However, not impetuous; 
keeps balance between emotional drive and sound thinking. 

The leader must sincere his beliefs about his business and 
his place and must have the force character necessary 
inspire others follow him with confidence. The most subtle challenge 
that must steer wary course between keeping his finger every 
pie and slackening his rein that his assistants learn experience. 

matter what point start from, inevitably reach the con- 
clusion that the art being leader the art developing people. 
Leadership consists getting people work for you when they are 
under obligation so. The leader who approaches his job the 
spirit being coach likely successful. will kindle interest, 
teach, aid, correct and inspire. will seek the special talent every 
worker has. His people will co-operate. will create his group 
sense mutual effort, directed toward specific goal. 

leader will find advantage have clear-cut policies 
written down. Let everyone know where stands and what ex- 
pected him. Each rule acts guide not something absolute. 

The capable leader does not flounder around confusion when 
meets problem. His procedure grasp the problem; whip 
into original shape once; seek the information that necessary; 
what necessary analyze the problem; shape the various answers 
and plans. ‘The leader must see things whole well parts. The 
higher man goes, the broader his life and vision should become. 
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Every decision carries with the element risk. The leader 
must venture run the hazard his own judgment. must push 
plans through successful execution, coping with the unexpected and 
unpredictable through originality and ingenuity applied with courage. 

one should embark upon course leading leadership with- 
out adding the cost. Being leader has many compensations 
but hard job and often lonely job. Like mountain peak, the 
leader rises above others and dwells apart. the last analysis 


every person, young and old, decide whether wishes 
leader. 


THE BASIC LIMITATIONS OPERATIONS RESEARCH INDUSTRY 


George Odiorne* 


The Journal Industrial Engineering, Vol. No. September- 
October 1957, pp. 266-268. 


There questioning that Operations Research 
valuable research, engineering, production, marketing, and other 
special areas. can further accepted truism that making 
these activities more efficient, helps management achieve its goal. 
Despite these values, however, there some doubt that the future 
looks rosy for tool method general management, least 
until overcomes some the conflicting and confusing aspects 
basic principles which now characterize it. 

The thesis this article is: 

That Operations Research ingenious and highly useful 
tool supplement and strengthen particular techniques. 

suggested that there are some limitations upon 
“tool management.” 

Limitations stem from some the basic assumptions, both scien- 
tific and managerial, upon which scientists apply their talents. 
this assumption level that must probe are discover 
what can and cannot expected it. 

Some the fundamental assumptions are: 

the application rational methods the solution 
complex problems developing out action situations. 

The problems managing business are subject such 
rational treatment. 

Operations researchers, scientists studying business, assume 
basic nature business; and also they have philosophy science. 

There are weaknesses scientific positivism the philosophy 
science which predominates among the experts. this positivist 
attitude, Bronowski says, the right attitude science which 
hopelessly the wrong view when science still growing.” 


*Director, Intra-Company Management Program, American Management 
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Still another shortcoming the assumptional area which under- 
lies the meaning assigned the term probability most 
scientists. Before can adopted model decision making 
many areas management must more logically define the degree 
which their rational decisions laws management bring order 
into the jungle intuition, emotion, and reasoning experienced 
hunch. 

The ultimate conclusions scientific logical positivists place 
category having monopoly over logical processes busi- 
ness decision making. What implied not that present managers 
have change, but that they must abdicate. 

The impact charismatic leadership upon decisions, the apathy, 
irrationality and sentiment people, the forces ethics, and social 
values, political relationships, and all the fuzzy and often wrongheaded 
but aggressively implemented decisions business require new ap- 
proach entirely the problems measuring probability these areas. 
must conclude that simply another method which can 
used profitably companies within the context some special area 
closed knowledge. This far cry from the exalted status which 
claimed for some its more opportunistic adherents. 


THE EXECUTIVE’S READING: PERSONAL AND PROFESSIONAL 


Ordway Tead* 
Public Relations Journal, Vol. 13, No. 10, October 1957, pp. 6-8, 10. 


Reading fun; abiding joy. can minister any mood; 
can encourage and hearten; can inform; can prompt new 
insights; can relaxing can purposeful. 

Blessed who early life acquired the habit reading. 
not impossible become possessed this priceless habit adult 
life, but the achievement requires sustained, deliberate effort. 

firm resolve launch the reading habit and expect attain 
happy outcome the first condition. selective and somewhat 
guided programming can come gradually. bearing the public 
relations field, the applied and “how-to-do-it” reading can all too 
readily disposed of. The reading challenge lies elsewhere than hav- 
ing gone through the relatively few volumes real quality. Rather 
any and all reading which stimulates sensitivity toward total intellec- 
tual and spiritual awareness and insight all areas which human 
thought prompted explore all such reading can become grist 
the mill the imaginative executive who concerned directly in- 
directly with public relations responsibilities. 

What well-selected reading? What one reading for? rela- 
tion this semi-professional vocation the function reading back- 
ground enrichment about the range life activity today. The second 

*Editor Social and Economic Books, and Director Harper Broth- 


ers, author also Human Nature and Management, The Art Leadership, 
and The Art Administration. 
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way stating the central objective that entails sensitivity all 
the socio-economic trends which the various publics one dealing 
with are exposed. The third angle the objective growing 
capacity gauge the time perspective the rate and direction 
opinion change from former conditions and attitudes contemporary 
ones, and importantly regards their projection into the future. 

How does one know what read? The alert individual public 
relations will watch the daily and Sunday “new books published” 
the New York Times and the New York Herald Tribune. 

some point and somehow one has achieve appraisal 
the validity utterance authors old and new. few representa- 
tive writers are: Adolph Berle, John Chamberlain, Stuart 
Peter Drucker, Kenneth Galbraith, Henry Hazlitt, David 
Max Lerner, Walter Lippmann, James Reston, David Reisman, Arthur 
Schlesinger, Jr., Sumner Slichter, George Sokolsky, Theodore 
White, William Foote Whyte, and William Whyte, Jr. Until one 
has made some evaluation their presuppositions and points view, 
one precarious grounds the role analyst prophet insofar 
one drawing upon their data the evidence. 

The periodical world cannot slighted resource although 
selectivity needed. should possible, scanning, cover 
least dozen magazines regularly. few which are especially re- 
warding are: Harvard Business Review, Fortune, The Saturday Re- 
view, Business Week, The American Scholar, Harper’s Magazine, and 
The Atlantic Monthly. 

general, the better and more rewarding the book, the more 
care needs taken sure one takes away its essence and gets 
assimilated into one’s other ideas the appropriately modifying way. 
New ideas any importance are not usually brought into effective 
relation with the body one’s already held mental activities until 
there second reading. 

With some qualifications what deeply want do, and 
the use our leisure time comes under this generalization. Thus, the 
answer the alibi haven’t time read” that one must strive 
initially and with some deliberateness gain enough experience 
satisfaction and need gratification from one’s reading have the 
desire aroused continue and even enlarge the dosage. 

Public relations executives are “idea men” and ideas have 
looked for. Good reading feeds creative thinking. 


EXECUTIVES RETIRE, RESIGN, DIE; REPLACE THEM KENDALL BUILDS 


Textile Industries, Vol. 121, No. 10, October 1957, pp. 97-103 


the years following World War II, The Kendall Company was 
confronted with personnel problem that extended into all levels 


*Director Management Development, The Kendall Co. 
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management its multiplant organization. The problem, essentially 
one shortage, threatened grow seriousness the company en- 
tered period expansion. Thus 1951-52 the president began 
organizing and implementing management development program. 

director management development was appointed the 
staff group reporting directly the president. The director’s assign- 
ment included coordination company-wide recruiting activities 
well responsibility for coordinating the self-development programs 
for all managers from first line up. 

Managers who had job descriptions were asked begin 
writing down their own and then moving down through their divisions. 
Those who had never made appraisal followed with in- 
dividual interview were urged so. The whole program thus 
started right the hub Management Development; namely, the 
appraisal the individual and the follow-through his own action 
self-development. 

While the development management material was line 
function and responsibility, the director, management staff mem- 
ber, had specific function perform and responsibilities carry out. 
The director presented the line organization plan that aimed 
the fulfillment the program’s twofold purpose continuous growth 
the company and the individual. This plan should: 

Identify the management jobs. 

Define the activities and responsibilities thereof. 

Spell out the type individual who should most effective 
each job. 

Check see how present and available incumbents match 
these specifications. 

Arrange improve those men kept the job; locate 
and train their successors necessary, and provide for inevitable re- 
placements all positions. 

The aim therefore get the qualified individual the posi- 
tion where can operate most effectively for the benefit the com- 
pany. This turn should offer the individual the appropriate oppor- 
tunity for self-development, the same time integrating him properly 
into the regular operations the business. 

evaluating man’s competence high degree accuracy and 
fairness must prevail; and the discussion must conducted along 
factual lines investigation with complete objectivity possible. 
The appraisal, too, must detect the presence absence the specific 
distinguishable ability factors that make the individual’s performance 
strong weak. 

accurate and thorough appraisal may be, the counselling 
that follows requires even greater amount skill. The ideal goal 
this enable the individual view his performance his 
strengths and shortcomings objectively and himself. This opens 
the door self-development and growth. 
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way stating the central objective that entails sensitiv vity all 
the socio-economic trends which the various publics one dealing 
with are exposed. The third angle the objective growing 
capacity gauge the time perspective the rate and direction 
opinion change from former conditions and attitudes contemporary 
ones, and importantly regards their projection into the future. 

How does one know what read? The alert individual public 
relations will watch the daily and Sunday “new books published” lists 
the New York Times and the New York Herald Tribune. 

some point and somehow one has achieve appraisal 
the validity utterance authors old and new. few representa- 
tive writers are: Adolph Berle, John Chamberlain, Stuart 
Peter Drucker, Kenneth Galbraith, Henry Hazlitt, David Lawrence, 
Max Lerner, Walter Lippmann, James Reston, David Reisman, Arthur 
Schlesinger, Jr., Sumner Slichter, George Sokolsky, Theodore 
White, William Foote Whyte, and William Whyte, Jr. Until one 
has made some evaluation their presuppositions and points view, 
one precarious grounds the role analyst prophet insofar 
one drawing upon their data the evidence. 

The periodical world cannot slighted resource although 
selectivity needed. should possible, scanning, cover 
least dozen magazines regularly. few which are especially re- 
warding are: Harvard Business Review, Fortune, The Saturday Re- 
view, Business Week, The American Scholar, Magazine, and 
The Atlantic Monthly. 

general, the better and more rewarding the book, the more 
care needs taken sure one takes away its essence and gets 
assimilated into one’s other ideas the appropriately modifying way. 
New ideas any importance are not usually brought into effective 
relation with the body one’s already held mental activities until 
there second reading. 

With some qualifications what deeply want do, and 
the use our leisure time comes under this generalization. Thus, the 
answer the alibi haven’t time read” that one must strive 
initially and with some deliberateness gain enough experience 
satisfaction and need gratification from one’s reading have the 
desire aroused continue and even enlarge the dosage. 

Public relations executives are “idea men” and ideas have 
looked for. Good reading feeds creative thinking. 


EXECUTIVES RETIRE, RESIGN, DIE; REPLACE THEM KENDALL BUILDS 


Textile Industries, Vol. 121, No. 10, October 1957, pp. 97-103 


the years following World War II, The Kendall Company was 
confronted with personnel problem that extended into all levels 


*Director Management Development, The Kendall Co. 


management its multiplant organization. The problem, essentially 
one shortage, threatened grow seriousness the company en- 
tered period expansion. Thus 1951-52 the president began 
organizing and implementing management development program. 

director management development was appointed the 
staff group reporting directly the president. The director’s assign- 
ment included coordination company-wide recruiting activities 
well responsibility for coordinating the self-development programs 
for all managers from first line up. 

Managers who had job descriptions were asked begin 
writing down their own and then moving down through their divisions. 
Those who had never made appraisal followed with in- 
dividual interview were urged so. The whole program thus 
started right the hub Management Development; namely, the 
appraisal the individual and the follow-through his own action 
self-development. 

While the development management material was line 
function and responsibility, the director, management staff mem- 
ber, had specific function perform and responsibilities carry out. 
The director presented the line organization plan that aimed 
the fulfillment the program’s twofold purpose continuous growth 
the company and the individual. This plan should: 

Identify the management jobs. 

Define the activities and responsibilities thereof. 

Spell out the type individual who should most effective 
each job. 

Check see how present and available incumbents match 
these specifications. 

Arrange improve those men kept the job; locate 
and train their successors necessary, and provide for inevitable re- 
placements all positions. 

The aim therefore get the qualified individual the posi- 
tion where can operate most effectively for the benefit the com- 
pany. This turn should offer the individual the appropriate oppor- 
tunity for self-development, the same time integrating him properly 
into the regular operations the business. 

evaluating man’s competence high degree accuracy and 
fairness must prevail; and the discussion must conducted along 
factual lines investigation with complete objectivity possible. 
The appraisal, too, must detect the presence absence the specific 
distinguishable ability factors that make the individual’s performance 
strong weak. 

accurate and thorough appraisal may be, the counselling 
that follows requires even greater amount skill. The ideal goal 
this enable the individual view his performance his 
strengths and shortcomings objectively and himself. This opens 
the door self-development and growth. 
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individual who has the qualifications for advancement, along 
with the desire and necessary motivation, has number training 
programs available him for the achievement his goal. 

His training may “on the job,” through counselling, coaching, 
and job rotation. may giv special assignments and participate 
committee work, his training may company operations, with 
enrollment company courses and supervisory training programs, par- 
ticipation staff meetings and management problem conferences, and 
the like. 

Another form training available him one outside his own 
company. This can include enrollment university short courses and 
seminars, outside-developed training programs, attendance Ameri- 
can Management Association conferences, and many others, 
broaden his outlook and experience help make him “general- 
ist” rather than merely “‘specialist.” 

The benefits the management development program are 
once apparent both the individual and the company. The indi- 
vidual given opportunity advance and the company assured 
trained management material meet its needs. 


HANDY MEN WITH GROWING POWER 
Business Week, No. 1468, October 19, 1957, pp. 195-197. 


More and more, recent years, new-old title cropping 
corporate organization charts the assistant the president. 

Plain the sense line lieutenants, have existed 
since the beginning time. “Assistants to,” however, are something 
different and curiously indefinable. Their duties can range from 
those glorified secretary the functions actual operating 
boss company with almost every possible gradation author- 
ity influence between. 

Business Week surveyed some 300 companies across the country 
and found that almost per cent now have “assistant the presi- 
dent.” the vast majority cases, the job and the title have 
created within the past five years. 

The modern assistant-to creature the times. The adminis- 
trative rationale goes this way: Much the routine foisted upon 
top man does not really require his personal attention and can easily 
handled assistant closely familiar with president’s policies 
and plans. With the top man’s time cleared the petty details, 
available for major decisions and important direct conversations that 
require his immediate attention. 

the Business Week survey, the largest number assistants-to 
fell into three original categories: advisors public relations, 
and legal matters, generally completely independent fully staffed 
existing departments those fields. Usually they were brought 
particular special jobs their fields. But almost invariably, the spread 
their work goes beyond the original plan. 


HIRING 


sometimes argued that ideally, assistant should get his 
sense importance and personal worth from his boss’ accomplish- 
ments instead his own. the ambitious and individualistic execu- 
tive should make poor bet for the job. 

But though the assistant such has line capacity, the job 
frequently becoming solid steppingstone top line job. works 
both ways. Nowadays, too, not all unusual for man step 
from ranking job assistant spot. several cases, assistants 
though they have line capacity the parent company and are 
theoretically subordinate the top line vice-presidents actively 
head subsidiary companies operating chiefs. 

Some firms have adopted the device deliberate instrument 
for executive development. Here regular rotation the job the rule. 

spite the growth the practice, dissenters still abound who 
see the whole system assistants-to either nonsensical dangerous. 
The president General Electric insists that such positions create 
confusion responsibility, authority, and accountability. Other 
dissenters argue that the top executive who uses assistant simply 
admitting that not capable delegating fully and effectively 
his line subordinates. Even more dangerous the fact that the assistant 
sometimes becomes actual block the channels communication 
between president and senior line executives. And sometimes situa- 
tion can result where over-eager “assistant” gets his executive into 
trouble. 

The hard core the opposition declares that the whole idea 
makes sense, sign fuzzy organization, and can create more 
confusion than clears up. 

But the ayes appear have it, and along with the increasing use 
the title, the powers its holders seem growing perhaps 
more because of, than despite, the indefinable nature the job. 


THE HANDICAPPED MAKES NEW SENSE 


Chemical Week, Vol. 81, No. 15, October 12, 1957, pp. 55, 56, 58, 
61-63. 


The personnel manager Merck’s research division takes tech- 
nical job applicants where can find them. And there are times 
when they can pretty hard find. The personnel man’s technical- 
manpower problem, however, spells employment opportunity for 
thousands physically handicapped people who can give day’s work 
for day’s pay. Bolstering this trend combination employer en- 
lightenment and new legislation that takes some the financial risk 
out hiring the impaired. 

Three questions ask when screening handicapped person for 
job promotion are: Has the qualifications? Will haz- 
ard himself? Will hazard his fellow employees? Yes 
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the first question, the second and third make the applicant 
risk. 

Underlying the changing attitude that firms have toward hiring 
the handicapped “second-injury fund” legislation, which has been 
adopted, one form another, states. second-injury fund 
special fund set within the administrative framework the 
workmen’s compensation system insure that employer who hires 
handicapped worker will not, the event such worker suffers 
subsequent injury the job, responsible for greater disability 
than actually occurred while the worker was his 

The Labor Department reports favorable reaction such 
lation employers and workers alike. removes important ob- 
stacle the employment handicapped persons, relieves employers 
financial responsibility for disability incurred employee prior 
employment, and assures the employee full compensation for 
his total disability (from the fund) suffers further injury. 

Over the long term, the performance record handicapped 
searchers has established their worth. The very term “handicapped” 
has fallen into disrepute research circles “handicapped” person 
not considered handicapped fully qualified for his job. 

Sums one firm: “As long their mind, spirit and initiative 
are available, the handicapped are best treated the same everybody 
more interested ability than disability.” 

The author includes report how one handicapped researcher 
faring industry. The Merck Institute for Therapeutic Research 
has deaf and nearly mute young woman the post histology 
technician. this exacting and complicated work, the technician 
displays high degree skill. her competence and her 
employer’s understanding, this worker’s ambitions have not been 
severely thwarted her handicap and likely never will be. 


HUMAN RELATIONS: BOON BOGLE? Donald 


Harvard Business Review, Vol. 35, No. November-December 1957, 
pp. 41-47. 


the field human relations outliving its usefulness; are the 
interests, points view, findings, and teachings human relations 
specialists odds with the practical realities effective business lead- 
ership; the human relations approach conflict with our basic 
democratic ideals and our concepts personal morality; mis- 
take try teach executives and would-be executives human rela- 
tions skills? 

The field human relations has important relevance executive 
action and business leadership, provided one recognizes that leader- 
ship, management, and business action involve more than just human 
relations. hard see where human relations and generally ac- 


*Executive Vice President The Hays Corporation Michigan City, 
Indiana. 


cepted moral and ethical codes are conflict, provided one specifies 
what one means human relations and does not ascribe human 
relations itself body moral doctrine. Human relations can and 
should taught, provided one has realistic understanding how 
slow and difficult any real learning must be. 

Human relations, referred the author, field research. 
training, and practice, just the field medicine. This method in- 
volved observing, understanding, working with the social process 
labelled “clinical.” 

leader has learned approach concrete situations clinically if: 

underlying element his approach other people 
attempt understand them, which involves high degree accept- 
ance people they are. 

has awareness and sensitivity differences between 
his outlook and another man’s, coupled with ability maintain 
his own individual point view the face such differences. 

has ability respond and understand not only the 
logical content what other people say but also the feelings and senti- 
ments implied their words and their behavior. 

has some awareness himself and the impact his 
behavior other people. 

has effective way understanding the nature the 
social structure social system which part. 

realistic about the existence hierarchy authority, 
responsibility, status, and position his particular organization and 
alert the way this hierarchy affects people’s behavior, his own 
included. 

able predict (within limits) how the organization will respond. 

taking action, makes intuitive, judicious use those gen- 
eralizations about social phenomena which has constructed and 
tested his own experience, and the same time continually 
watches for the unique elements every concrete situation. 

The clinical approach, just described, actually helps execu- 
tive develop cooperative acticn group while making possible 
for the individual members the group maintain their personal 
integrity. facilitates effective action the kinds problems that 
must faced the areas union negotiations, interdepartmental 
disputes, management meetings, and reorganization. 

But the right approach for one who aspires 
leader? Within the following limits there question its relevance, 
appropriateness, and usefulness executive action: 

Human relations and its point view are not concerned with 
making everyone happy sugar-coating harsh reality. 

Human relations, the clinical orientation, not and should 
not equated toto with the job management executive 
leadership. 
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person does not have the basic personal characteristics which 
make him executive potential executive, amount concern 
with human relations per will make him one. The question what 
makes successful leader probably unanswerable one. Being able 
orient oneself clinically social phenomena probably not 
sary skill every successful leader. does seem, however, that every 
organization can increase its effectiveness someone key position 
understands and has assimilated the characteristic approach group 
activity. 


INDIVIDUAL REACTIONS CHANGE SEEN SENIOR MANAGE. 


MENT INDUSTRY Alexander Kennedy* 
The Lancet, Vol. 272, No. 6962, February pp. 261-263. 


the breakdowns which occur these days, great number 
are directly related failure adapt successfully change. For 
this reason management most promising field for mental hygiene. 

The human organism far excels the machine two qualities 
complexity and the capacity for self-regulation and profiting from ex- 
perience. man alone there have developed from these qualities 
such attributes initiative, foresight, responsibility and appreciation 
human relationships. But unfortunately, these attributes, which are 
essential for leadership any major enterprise, remain scarce and are 
very unevenly distributed. 

Most people industry are well adjusted, preserve good bal- 
ance between their industrial and private lives and generate un- 
healthy inward tension that they work maximum efficiency. 
those who are less well adjusted, however, even the suggestion 
change and the threat being called upon understand 
something beyond their abilities brings the threat breakdown. They 
rationalize their position and convince themselves that “all change 
perilous and all chance unsound.” 

Among those senior positions the organization, the tendency 
hold power such apt increase real capacity dimin- 
ishes. The sense power through refusal, learned the cradle, 
experienced again and with new and ego-sustaining satisfaction. The 
most powerful weapons protecting these men are tradition and pro- 
motion seniority. 

The formation stable routines essential. But evidence 
high morale human group that there mental set against 
the possibility change, that new thought can generated without 
having overcome too much inertia mind and that the capacity 
change has not been lost. 

Inability adapt one’s circumstances creates sense in- 
adequacy, inward tension and insecurity, which the common basis 
neurotic breakdown. Some causes tension managers are: 
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Sudden change task requiring rapid and complex adapta- 
tion man who has been too well organized for too long. 

Failure accept with resignation position inconsistent with 
ambition. 

Decline ability keep with job which too responsible 
and which calls for more initiative than can found without strain. 

Conflict between company and home interests. 

Intermittency drive which has allowed the individual 
take more when “high” than can cope with when “low.” 

Cumulative effects type drive which makes delegation 
difficult and prevents reasonable relationship work leisure. 

Increasing uneasiness the prospect retirement. 

The tension generated shows itself various ways such poor 
sleep, bad temper, repeated minor sickness, procrastination, feelings 
frustration and persecution colleagues, increase alcoholic in- 
take. 

How possible bring into the regulating mechanism 
firm enough people who are capable exercising foresight and 
applying the form change? Two possibilities are worth con- 
sidering better selection and alternative placement. The selection 
the future administrator continuous process; promising en- 
trant must continuously reassessed. Senior managerial staff who 
are unable maintain initiative may valuable position 
which they can use their experience. 

There remains the problem the inadequate but ambitious. Ex- 
periments with methods which members group seniors make 
annual report the fitness each their colleagues indicate 
that this method might useful evaluating individuals. 

the pace competitive industry accelerates, direction must 
placed the hands those who not only accept but will welcome 
change. 


LONG-RANGE PLANNING INDUSTRIAL RELATIONS 


James Oram* 
Personnel, Vol. 34, No. July-August 1957, pp. 63-68. 


Today’s collective bargaining decisions are inevitably long-run 
character with consequences that extend far into the future. And the 
margin for error uncomfortably small— competitive survival 
1967 may well depend upon company’s foresight current negotia- 
tions. 

Negotiating contract longer one-man job. Collective 
bargaining must considered integrated management function. 
calls for thorough preparation, intelligent planning, and bold and 
fluid execution. From solid platform facts, negotiators must ven- 
ture into unexplored territory. Their judgment must 
imaginative and flexible. 


*Vice President, Personnel, The Pennsylvania Railroad Company. 
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Executives must thoroughly familiar with all the terms the 
labor contract. Restricting clauses may pass unnoticed but later 
prove extremely costly preventing management from utilizing 
its work force effectively. Such provisions wage increases, insurance 
benefits vacations are not necessarily dangerous. The peril 
found those parts the agreement that are hidden beneath the 
surface. 

Mistakes made negotiation are costly today because five-year 
and long-term contracts have taken over. for other reason, 
collective bargaining must given thorough and continuous atten- 
tion. cannot afford rely random methods. 

planning its industrial relations future, management faced 
with dual responsibility. First, must what considers best for 
its own company. Its decisions must assure the competitive advance- 
ment the company, 

Second, must avoid actions that will have adverse effect 
other managements. Management can longer enjoy the luxury 
isolationism. This situation has been brought about the union 
strategy securing gain one negotiation and then attempting 
force other companies. 

The question that naturally arises what will labor try obtain? 
Many labor’s recent activities have been centered the problem 
minimizing the impact automation. recent convention 
the UAW made clear, the union intends push for shorter work 
week with increased pay, improved supplementary unemployment 
benefits and protection employees cases plant work transfer. 
All these proposals are designed provide job security. addi- 
tion, course, there will the inevitable demand for wage 
longer vacations, more holidays, longer weekends and more the way 
welfare: earlier retirement and increased pension payments. 

These demands add awesome prospect. must 
remembered, however, that only because industry has found ways 
increase its production, better the quality its goods and services 
and sustain prosperity that labor has been able achieve its ends. 

the responsibility industrial relations men plan the 
future such way that management retains control over its own 
operations while the same time employees receive fair share 
the fruits their efforts. 

devising long-range collective bargaining strategy, the fol- 
lowing suggestions may provide guidance: 

Production time company’s most important commodity. 
negotiating contracts, therefore, the aim should secure full 
efficiency and flexibility operation. 

The exact cost labor for every operation must known. 
Contracts should negotiated competitive basis, with 


full knowledge the wage rates and fringe benefit costs other 
companies. 


positive and detailed program management objectives 
(including employee relations) should developed. 

Contracts should permit management take quick advan- 
tage technological changes. 

Negotiations should not based solely the union’s 
demands. 

Employee communications must establish healthy climate 
for contract negotiations. 


THE NEW RESPONSIBILITIES MARKETING MANAGEMENT 


John McLean* 
Industrial Marketing, Vol. 42, No. 10, October 1957, pp. 197-203. 


Let assume that are sitting behind the president’s desk 
chatting with new marketing manager about the nature and scope 
responsibilities wish him assume. What shall tell him? 

Responsibility for the Selling Job. should lay heavy stress 
upon his responsibility for doing the selling job effectively, eco- 
nomically and highly competitive manner. This will always 
the core his responsibilities. accomplish this end will have 
many things. will drawing heavily upon the skills 
artist because his work will much the area human relations 
and will managing many people artistic bent. 

Responsibility for Marketing Strategy. Foremost the respon- 
sibility marketing strategy. This field has assumed rapidly growing 
significance recent years. new emphasis being placed the 
strategic, tactical, planning, and analytical aspects the marketing 
manager’s work. must conduct relentless search for new logistical 
arrangements and new distribution techniques which will improve his 
cost position. 

Responsibility for Facing Business Facts. First necessary 
establish the procedures collect the facts. The information must 
then digested and interpreted and constructive plan action 
developed. Finally, the marketing manager see that some- 
thing actually done about the results. This does not “come 
naturally” the ordinary salesman. must become cold, hard 
realist the world business facts. 

Responsibility for Innovation. Next the responsibility for intro- 
ducing and speeding the adoption innovations distribution 
methods. Three things are necessary: 

Receptivity changes: The marketing manager must regard 
changes fertile field for new opportunities. His characteristic re- 
sponse must view changes desirable until proven otherwise. 

Creative imagination: must have —and insist upon 
his the power dream new ways handling dis- 
tribution processes. 


*Vice President, Coordinating and Planning, Continental Oil Company, 
Houston Texas. 
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Awareness obsolescence: must develop the 
perceive obsolescence business policies. 

Responsibility for Defense Our Economic System. Finally the 
new marketing manager must man the front lines defense our 
efforts maintain this country the private enterprise system. The 
marketing department, which has the closest association with the 
public, must make certain that business practices meet high social, 
moral and ethical standards. 

Our new marketing manager would probably stop with 
tion: “How should about handling these responsibilities?” Sug. 
gestions are: 

Problem Eugenics. must some crossbreeding our 
marketing organizations. need people who can deal with cus- 
tomers and public, artistic and imaginative people, and men with 
strong analytical abilities. must establish recruiting programs 
which will feed into our’ organizations different types 

Organization Arrangements. The next step organizing 
the job. Suitable staff units must set up. addition, the senior 
marketing officers must placed appropriate general committees 
where they will have opportunity participate. 

Procedures and Methods. Procedures must set up, formal 
informal, which will enable each part the marketing organization 
play its proper role the management function. Actual continual 
effort necessary make sure that such units participate day-to- 
day management affairs. 


SMALL BUSINESS LOOKS ITSELF Richard Sanzo* 


Dun’s Review and Modern Industry, Vol. 70, No. October 
pp. 52-53, 163-168. 


What the real status small business today? Some observers 
say small business foundering; others that faces extinction. 
small business really thinking cashing its chips staking 
them hopefully the future? What are the problems small business 
faces and how solving them? 

find out, Dun’s Review and Modern Industry recently con- 
ducted survey among typical small concerns. covered random 
cross-section 420 small businesses principal cities including 
manufacturing companies, 100 wholesale and retail companies and 
concerns service trades. Typical annual sales ranged from 
$500,000 million for manufacturers, $500,000 million for 
wholesalers, $200,000 $500,000 for retailers and $50,000 $100,000 
for service concerns. There was random mix all shades finan- 
cial condition. 

The most outstanding impression gained from this survey was 
this: Small business has not only prospered but hopeful 
quently buoyant and exuberant. More than four out every five 


*Staff Analyst for Dun and Bradstreet, Inc. 
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small businesses reported that they had grown the last five ten 
years. resounding 76.8 per cent believed that their businesses would 
continue grow, and nearly all the rest felt they could maintain 
their present size. They believed the economic trends favored them 
and that they had the ability take advantage the trends. Eighty- 
two per cent viewed their prospects “bright” “good.” 

Among the per cent who did mention difficulties, competition 
ranked first frequency among retailers and wholesalers. The bitter- 
est comments giant competition came from retailers who com- 
plained the opening new shopping centers, chain stores and 
discount houses. 

Lack capital and financing problem expansion was also 
mentioned. Some other unfavorable factors were lack competent 
personnel, economic conditions, reduced levels residential construc- 
tion, strikes, deterioration neighborhood, illness, credit practices, 
lack management depth and “growing pains.” 

the other side the coin, there was solid core men who 
could point with pride factors that had contributed their progress. 
Thirty-two per cent mentioned “good service and sound customer 
relations” their strongest asset. Similarly, they found satisfaction 
the quality their goods, their experience, reputation, business ability, 
physical equipment and competence personnel. 

the question, “Do you have any specific plans?” the replies 
reflected ingenuity and willingness try new lines, but desire for 
razzle-dazzle gimmicks. 

overwhelming per cent said that they expected continue 
their present business. 

When asked comment their needs, the businessmen proposed 
variety legislation. Taxes received the most criticism. Many 
the respondents felt that small business was entitled special tax 
consideration. 

The survey leaves one strong impression: small business has more 
strength than generally supposed. Perhaps the struggle small 
business versus big business has been overstated. The two are more 
mutually inter-dependent than opposed. Small business needs big 
business supply with new products and staples. Big business 
needs small business distributor, fabricator and supplier. 

Small business has its problems. But also has plans, plus the 
energy make these plans effective. 


SHEDDING THE MANAGEMENT LOAD* 


Scope, October 1957, pp. 32-37. 


Many new companies, though well started, run into difficulties 
the verge their adolescence not necessarily finance, but ad- 


*From interview with John Bolton, Chairman the Solartron Electronic 
Group Ltd. 
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ministration. Delegation responsibility one the earliest business 
problems. fact, successful growth depends effective delegation, 

First you have evolve technique for each group people, 
and then, the most useful way delegate recognized 
That is, you grow, you progressively divest yourself the routine 
production, sales, research, finance, accounting problems, and on, 

Personality cannot ignored delegation. The ultimate aim 
delegate all possible jobs within the capabilities the men available. 
Also, you must apply gradual pressure train your executives 
the level their growing future responsibilities. 

Certain decisions and responsibilities cannot passed down. 
managing director must retain the responsibility for making the really 
vital decisions, which affect the “steadiness the boat.” The com- 
pany’s over-all future plan, its morale and its philosophy come within 
this category. 

Degrees responsibility can related the length time which 
particular decisions cover. long-term decisions can fully dele- 
gated without fairly continuous review. 

When selecting the people delegate to, growing company 
essential give preference existing staff. The job specification 
should detailed enough ensure that square peg found for the 
square hole. Keep clear distinction between line and staff jobs, and 
select men the basis their personalities and experience. 

The chain delegation should not create rigid hierarchy. 
choosing subordinates one should try build balanced team. 
Rivalry fact life. Yet you insist that the object the drill 
success team, does not matter who actually scores the goals. 

While you are assessing individual aptitudes, delegation must 
informal. But when you create new posts you must base them formal 
thinking the organization, and you must get the job specification 
clear. This does not mean rigidity. the contrary, flexibility 
essential expanding company. 

Inevitably you grow, you will have bring new blood. This 
will necessary mainly for those areas the enterprise where there 
chance show entirely new standards opportunity and ability, 
and where everyone will gain the introduction someone with the 
right kind specialized experience. 

Solartron forces itself look ahead. The important thing all 
times have quite clear goals towards which one aiming. The 
constructive philosophy here that the further one looks ahead the 


longer the period available take the action necessary achieve 
the goal. 
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